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PHILIP MORRIS EEC CORPORATE AFFAIRS DEPARTMENT 
1990 COMMUNICATIONS AND ISSUES MANAGEMENT STATUS AND 1991 PUNS 


ETS RELATED PROGRAMS (WORKPLACE) 


OVERALL STATUS: 

An emerging issue. Still not subject to legislative pressures but a 
growing trend in Northern Europe. i 

OVERALL OBJECTIVE: 1 

Propose practical solutions to the business community; de-dramatize the 
issue by placing it in the overall context of indoor air quality, i 


Workplace (Pan-European): 

i 

1990 ACTIVITY 

A courteous smoking ad campaign (Basta) was run in the international 
press with a return coupon. Response rates exceeded the most optimistic 
expectations and respondents were sent information on ETS and IAQ.; In 
addition, a letter from Walter Thoma was sent to the top executive of 
the 500 largest companies in Europe. The letter included material on 
IAQ and a coupon response for those wishing to receive additional | 
Information, Only Holland and Germany were excluded from this campaign 
as this is handled by their NMAs. 

ACTION PLAN *91 

- Run Baeta campaign again with new visuals. > 

Follow-up with selected respondents to Basta campaign. ! 

* Supp ly /s pokflspeopl e/to speak on workplace smoking at established 
conferences forousinee* people. 

• Develop reletionship with UNICE and place artieles in their 
newsletter, 

- A magazine on IAQ will be sent to selected target groups across 

Europe. t 


Workplace (France): 

1990 ACTIVITY 

I 

A Harris Foil survey was conducted in France on the public's perception 
of IAQ. As a follow-up, HBI will test buildings across the country to 
determine the predominant type of Indoor pollution in France. ! 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkx0000 
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Exploit Harris poll and HBI testing results through appropriate 
communication activities and events. 

- Place articles in specialised press targeting personnel managers. 

* Supply / spokespeopl^ to speak oh workplace smoking at established 
conferences*for~Business people. 

* Negotiate with personnel consulting company to start a specialized 
consulting program on companies 1 smoking policies. 


Workplace (Italy): 


1990 ACTIVITY 


Awareness of indoor pollution is very high In Italy, largely as a result 
of our activities. In April an IAQ seminar in Milan was sponsored In 
coordination with CD1T. In addition HBI will be testing buildings 
across Italy to determine the predominant type of indoor pollution in 
Italy. 


Exploit IAQ seminar conclusions through the appropriate 
communication channels and events. 

i 

Exploit results of HBI testing through the appropriate 
communication channels and events. 

CDIT will run an ad campaign and direct mail campaign. Exact 
channels and targets are yet to be determined. 


Workplace (Belglum/iuxambourg): 


CDIT has sent the largest Belgian companies a letter with a copy of 
their courtesy campaign and a coupon to order more. In addition, jCDIT 
sent these companies a brochure called "La Fumde de Tabac dins L*air 
Amblant". 


Place articles in specialized press targeting personnel managers. 

Supply /spokespeople] to speak on workplace smoking at established 
conferences for business people. 

Negotiate with personnel consulting company to start a specialized 
consulting program on companies' smoking policies. 

Continue courtesy campaign with new vlsuala. 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 
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- Continue contact with largest Belgian companies through direct mail 
campaigns. 

Conduct HB1 building testing and exploit results through 
appropriate communication channels. 

Workplace (Greece): 

1990 ACTIVITY 

No action by Philip Morris has been taken until now. 


AGIIgtL.EIflL'.flL 

Determine needs of market and choose communication program 
accordingly, 


Workplace (Holland): 

1990 ACTIVITY { 

The workplace Issue has been widely addressed in Holland through various 
NMa activities. 40,000 companies wera sent information on ETS and IAQ 
with a coupon response card and respondents were sent a courteous | 
smoking package, In addition, 4500 copies of an 1AQ video were ordered 
to ba sent to selected target groups, 

ACTION PUN *91 


Continue NMA programs addressing employers. 

Evaluate possibility of using EEC reference material for Dutch 
market. 

NMA will follow up on the direct mall campaign run end of 1989 and 
beginning of 1990 informing employers of new legislative 
developments. 


Workplace (Germany): 

1990 ACTIVITY 

NMA has been running an extensive courteous smoking campaign. Two 
folders on ETS and workplace have been developed and diatrlbuted to 
2,000 journalists and othar relevant target groups. An ad campaign in 
parsonnel and union prase haa been run with a coupon response. 
Respondents were sent copies of the two folders. , 

In addition, HB1 will test selected buildings in Germany to determine 
predominant type of indoor pollution and a Harris poll survey will be 
conducted to evaluate public opinion of indoor air quality. 

i 

ACTION PUN ’91 

- Shift emphasis of NMA courtesy campaign to ETS and workplace,. 

Send ETS/Workplace folders to selected politicians. 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkx0000 
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• An IAQ seminar targeted at personnel manager* (In addition to 
doctors end journalists) will be held by FM Germany or the VdC, 

- In place of the CEO mailing, FMG will develop a more national; 
approach to achieve the same objectives. 

Exploit HBI testing and survey results through appropriate 
communication channels and events. , 

Workplace (Spain): 

1990 ACTIVITY 

HBI will test selected buildings In Spain to determine predominant type 
of Indoor pollution. 

ACTION PUN *91 


Exploit HBI findings through appropriate communication channels and 
events. 

As a follow-up to the 1990 CEO Mailing, FM Spain will approach key 
employers to discuss the workplace issue 


ETS RELATED PROGRAMS (RESTAURANTS) 

OVERALL STATUS: 

Attempts to impose segregation in some markets, A certain target for 
antis. 


OVERALL OBJECTIVE: 

Inform the restaurant industry on economic drawbacks of government 
Intervention In this area. 


Restaurants (Pan-European): 

1990 ACTIVITY 

Mary Fottorff is in regular contact with the International headquarters 
of HORECA in Zurich. 

ACTION FLAN >91 

• Philip Morris presence at largest international trade fair. 

At least one appearance of Beverly Hills chefs at an international 
restaurantars convention. 

Write a position paper on smoking in restaurants which will be 
available for translation and use in any market where it is deemed 
useful. 

Begin a key account (big hotel and rastaurant chains) activity to 
help design customized accommodation programs. This would only be 
dona with companies which have already decided to adopt a 
restrictive smoking policy. 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 
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Restaurants (Prance); 

1990 ACTIVITY 

Philip Morris EEC 1* In close touch with Federation Nationals de 
1*Industrie Hoteliere in Paris. They ere launching our accommodation 
program which will ha supported with customer and owner surveys, as well 
as advertising in trade press. Initially, 100,000 kits will be printed 
for the accommodation campaign. 

CDXT has put together a video of famous French chefs expressing their 
opposition to smoking bans and has sent it to influential opinion 

leadars. 

ACTION PUB >91 

» Launch a direct mall program from Alain Fernandez to restaurant 
owners. Philip Morris France is well respected in the French 
restaurant industry because of Its active sales force and our 
credibility can be further enhanced by such a program. 

- A communication program to inform restaurant owners of how the new 
Tolerance de Revente affects them will be launched by PMF. 

Assist restaurant association in lobbying efforts and media 
relations efforts. 

Use PMF sales force as a communication vehicle to send our message 
to restaurants. 


Restaurants (Italy)s 

1990 ACTIVITY 

Philip Morris has commissioned a study on spending habits of smokers in 
Italian restaurants. The study found that smokers spend more than 
non-smokers when they go out. In addition, the Beverly Hills chefs will 
address the Italian H0RECA on a special cruise in October. 

i 

ACTION PLAN ’91 

Consider launching an accommodation program similar to the French 
campaign. ' 

• Develop communication campaign to exploit survey results mentioned 
above. 


Restaurants (Belgium/Luxembourg): 

1990 ACTIVITY 

CDIT has launched a courteous smoking campaign in Belgian restaurants. 
CDIT is also in close contact with Belgian restaurant association. In 
addition, CDIT has asked its members to distribute a petition to 
restaurants through their sales forces. 

ACTION PLAN * 91 

Launch a direct mall program from PMB to restaurants supported by 
trade press advertising. 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkx0000 
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Launch accomodation program aim liar to French program. 

Assist rsstaurant association in lobbying efforts and media 
relations efforts. 

Identify one marketable survey and promote it with a media relation 
event such as a lunch. 

Organize at least one highly visible visit of the Beverly Hills 
chefs. i 


Restaurants (Greece); 

1990 ACTIVITY 

No action by Philip Morris has been taken until now. 

ACTION PLAN '91 

- Determine needs of market and choose communication program 
accordingly. 


Restaurants (Holland); 

1990 ACTIVITY 

Smoking in restaurants is not presently a problem in Holland, but the 
Dutch NMA has contacts with the Dutch HORECA, Also, one of the ads in 
the current Dutch NMA advertising campaign, which communicates the 
economic impact of smokers, daals with the restaurant Issue. 

ACTION PLAN ’91 

* Translate and adapt the French accomodation program for the ;Dutch 
market for implementation In time of need (to be determined). 

* Continue to run the NMA campaign, placing the restaurant ad in the 
HORECA trade press (The overall 1991 media spend for the entire 
courtesy campaign, Including restaurant laaue, is roughly 

2.5 million Dfl.) 


Restaurants (Germany): 

1990 ACTIVITY 

Smoking in restaurants is not presently a problem In Germany. As a 
matter of fact, restaurants which experimented with no-smoking sections 
had almoat no success. The German NMA has contacts with the German 
HORECA. 

ACTION PLAN *91 

r 

Translate and adapt the French accommodation program for the|German 
market for implementation in time of need (to be determined)! 

Organize a pro-active seminar on the subject of ETS and 

iealaul'nub»i W be ■puiiav>L'e<J bjf llit VdO 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 
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Restaurants (Spain): 

1990 ACTIVITY 

Spain has already hosted appearances by the Beverly Hills chefs and is 
In regular contact with the Spanish HORECA, In November, the Beverly 
Hills chefs will participate in restaurant congress in Barcelona, ; 

Leo-Burnett will develop an ad campaign for a media tour by the Beverly 
Hills chefs, 

Affim-IM.Ill 

Produce a video of famous Spanish chefs in which they air their 
opinions on smoking in restaurants. This activity will be 
coordinated with well-known Spanish food critic. 

> Adapt, translate, and launch French accommodation campaign 
according to Spanish needs. 


BYS RELATED PROGRAMS fAIRLINES’) 


OVERALL STATUS: 

Europe is quickly moving towards bans on all national flights. 


OVERALL OBJECTIVE: ! 

Preserve the right to smoke on inter-European flights and in European 
airports, via better communication of the in-flight air quality and 
courtaey and tolerance messages, 


Airlines (Pan-European): 

1990 ACTIVITY 

Philip Morris hosted the IFAA world convention where Gray Robertaon and 
Larry Holcomb were guest speakers. The activity was Judged successful 
and worthwhile. 

r 

ACTION PLAN * 91 

* Sponsor IFAA world convention again, placing IFAQ speakers on the 
agenda. 

• Develop a case study on Air Canada and exploit through appropriate 
communication channels and events. 

- Where relevant, run the Swissair advertisement being prepared by PM 
EEMA (praising Swissair for it hospitality to both smokers and 
non-smokers, and its dedication to good in-flight air quality) 

Selectively use FM courteous smoking airline ad in ln-fllght 
magazines of carriers not yet imposing bans. 

Airllttti (Franca); 

1990 ACTIVITY 

i 

Air Inter has banned smoking on all interior flights. This leaves 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 
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primarily Air France which file* only Internationally and haa ban* on a 

few flights, 

ACTION PUN >91 

- Run a marketable aurvey on amoking on aircraft and promote it to 
the nedis through a press luneh and press release. 

Same as above for trains which Is the next target for antis and 
easier for us to protect. 

- Implicate new smokers' club, "TABAC", in the Issue. 


Airlines (Italy): 

1990 ACTIVITY 

Alitalia and ATI have banned amoking on all flights less than 1 hour and 
15 minutes. 

ACTION PLAN '91 

Set up a lobbying activity addrassing directly the decision makers 
in Alitalia and try to get agreement on further smoking 
restrictions. 

* Run a marketable survey on smoking on aircraft and promote it to 
the media through a press lunch and press release. i 

. Same as above for trains which is the next target for antis and 
easier for us to protect (if justified by situation). 


Airlines (Belgium/Luxembourg): 

1990 ACTIVITY 

! 

Sabena, the Belgian airlines, has no Bmoking restrictions. 

ACTION PLAN *91 

Set up a lobbying activity addressing directly the declelon makers 
In Sabena and try to get agreement on smoking restrictions. ; 

- Run a marketable survey on smoking on aircraft and promote it to 
the media through a press lunch and press release. 

• Same aa above for trains which Is the next target for antis and 
easier for us to protect (if Justified by situation). 

Larry Holcomb tour for airplanes and trains. Also promote tour of 
speaker who can speak about developments in train ventilation 
technology. 1 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 
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Airline* (Greece); 

1990 ACTIVITY 

No Action by Philip Morris hes been taken until now. 


ACTION PLAN '91 

} 

■ Datemine needs of market and choose communication program 
accordingly. 

■ Involve new smokers' groups in the issue. 

Airlines (Holland); 

i22S,Asmm 

Little action by Philip Morris has been taken until now, as the Dutch 
airlines have recently stated their intention to maintain their current 
policy to accommodate smokers (25 to 30% of seats), 


ACTION PUN '91 

Develop sound arguments and information package before approaching 
airlines. 

- Involve new smokers' group in the issue, 

Airlines (Germany); 

1990 ACTIVITY i 


PM has received government assurance that Lufthansa will not impose a 
smoking ban on their aircraft. Time limit is not defined, but probably 
assures smoking for a couple years. As part of their negotietion t PM ran 
a counter survey to Lufthensa's. 

ACTION PLAN '91 

PM will continue nurturing its excellent contacts oh this issue. 

• Exploit survey reeults publicly et such e time deemed eppropriete 
by PMC. 

- Use Peter Troncke, IFAA President, to lobby Lufthansa. 1 


Airlines (Spain): 

1990 ACTIVITY 

I 

PM le in contact with the national carrier in Spain. 

ACTION PLAN '91 

“ in-i -in 

• Develop sound arguments and Information package before entering 
serious negotiations with airlines. 

PM Spain will distribute and encourage publication of information 
challenging the efficiency of airline smoking restrictions 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 
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ETS RELATED PROGRAMS (THE SCIENCE'! 

OVERALL.STATOS.I 

ETS la generally viewed by the public to be a health hazard, and this 
will increasingly ha a widespread souree of soeial eonfliet. The WHO has 
recently turned its attention to the ETS issue, and regularly (takes 
statements reporting medical findings and calling for bans on smoking in 
publlo. 

OVERALL OBJECTIVE: 

Disassociate ETS as being the major component of poor Indoor air 
quality, and generate doubt as to the validity of ETS health claims by 
antis, 

WHO and 10CU 

These two organisations are concentretlng increeeing time end resources 
on this issue. Occasionally, at the local level, their programs banefit 
from additional financing by tha prlvata sector: phsrmaceutical 
companies and others. As the scope of these organizations is beyond PH 
EEC's mandate, PHI will focus on programs to neutralize these 
organizations' efforts and lessen their credibility on this kind of 
health issue. 

The Science (Pan-European): 

1990 ACTIVITY 

I 

Whitecoat Covington & Burling program 


C&T1Q1U1MJJ1 

- ETS debate In Brussels sponsored by PM and credible scientific 

association. Invite pan-European journalists and national media to 
attend. Timing to be coordinated with EEMA's debate. [ 

- Set up at least 4 journalist lunches for Brussels-based foreign 
correspondents with speakers from Covington & Burling scientific 
consulting program. 

Neuchatel visits for Brussels-based foreign correspondents, : 
followed by Calsehmall 


The Science (France): 

1990 ACTIVITY 

Considering the political situation in France, the climate has become 
favorable to communicate on ETS. 

Journalist visits to Neuchatel are presently under way. | 

ACTION PLAN [91 1 


Organize at least 2 journalist visits to Neuchatel. 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 


2500120975 









AUG-21-’90 TUE 14:21 ID:PH MORRIS LAUSANNE TEL NO: 


14035 P12 


11 


Wide dissemination of position paper on ETS and health. 

AC Isaac Cwo press lunches addressing ETS and health. 

Develop Covington A Burling scientific consulting program in 
France. 

Galschmail, 

Send journalists to ETS debate in Brussels. 


The science (Italy): 

1990 ACTIVITY 

1 

SCR has been actively communicating on ETS through several channels, 
including Calumet and CD1T Information kits. In July a "Surgical 
Updating" medical symposium covered ETS in a half-day session, 
concluding that it did not represent a risk to public health. 

ACTION PLAN -91 

Organize at least 2 Journalist visits to Neuchatel. 

Galschmail. 

• Insert a column on IAQ in a monthly specialized ventilation 
magazine. 

- Send journalists to ETS debate In Brussels. 

The Solence (Bslgium/Luxembourg): 

1980 ACTIVITY 

Considering the political situation In Belgium, our communication 
efforts in Belgium should be intensified. We have already started with 
Journalist visits to Neuchatel and CDIT is active in disseminating 
information to Journalists and the public. CDIT sent Belgian doctors a 
copy of their ETS brochure earlier this year. 1 

ACTION PLAN *91 

- Organize at least 2 journalist visits to Nsuchatel. 

- Galsohmall. 

• Disseminate position paper on ETS and health. 

Organize at least two press lunches addressing ETS and health. 

• Intensify search of Belgian consultants through Covington & 
Burling. 

- Send journalists to ETS debate. 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 
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The Scisnce (Greece); 

1990 ACTIVITY 

No action by Philip Morris has bt#n taken until now, 


ACTION PLAN *91 

- Determine needs of market end choose communication program 
accordingly. 

• Sand journalists to ETS debate in Brussels, 


The Science (Holland): 

1990 ACTIVITY 

PM is developing a communications program to educate journalises on the 
specific scientific issues surrounding ETS, The first step is « visit 
to Neuchatei with a group of Dutch journalists. 

ACTION PLAN *91 

• Organize IAQ seminar with the ACS fliter/ventilation company.! 

NMA will aat up an ETS symposium. , 

- Organise at least 2 journalist visits to Neuchatei. 

Galschmall. > 

Send journalists to ETS debate in Brussels. 


The Science (Germany): 

1990 ACTIVITY 

In July, PM amd VDC have organized a toxicology forum in Budapest with 
over 300 scientists. The subject of the congress was ETS and they 
concluded thet ETS did not constitute e health risk based on the 
available science. 

ACTION PLAN *91 

- Brief journalists regularly on results of the Budapest congress. 

- Critical response to EPA study by scientist to be published in 
medical journal. 

With the VdC, organize a special seminar to review the conclusions 
of the 1990 Budapest symposium 

• Gaischmail. 

Send journalists to ETS debate in Brussels. 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkx0000 
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L990 ACTIVITY 


The Science (Spain); 


PH held an extremely successful IAQ press conference with HBI. Due to 
the timing end the tragic events in e Madrid hospital, awareness of 
Indoor pollution is very high in Spain, 


Evaluate possibility of sending journalists to Neuchatel and 1 
Gaiachmall. 

May send journalists to ETS debate in Brussels. 

Organize IAQ seminar in cooperation with the College of Architects 
and Engineers, 

f 

Prepare a case study of tragic Children's Hospital Incident in 
Madrid. 


SMOKERS' GROUPS 


The creation of Smokers' Groups In the European countries revealed 
Itself to be a difficult venture, both because of "cultural" reasons and 
organization problems. 

Nevertheless, the more and more harassing restrictions that smokers have 
to face are slowly generating a favourable humus for action. Here and 
there, in the media and in the streets, some voices claiming for a 
structured, permanent reaction by smokers against discrimination and 
freedom restrictions can be heard, 

This is a new phenomenon, especially in Southern Europe. Important 
progress on the way to create a solid basis for credible and lasting 
Smokers' Clubs in some markets (Netherlands, Germany, France and Greece) 
has been made by spotting the individuals likely to be active and by 
setting up the embryo of these clubs, which can be reality by the end of 
this year or the beginning of next. 

EEC Corp. Aff. Dept, is actively participating to the organization and 
the elaboration of contents of the International Smokers' Rights 
Conference to be held in Helsinki next October. This will be a 
tremendous opportunity for European clubs - existing and to be - to 
exchange experiences and ideas with representatives from 
well-established groups (Nordic Aerea, USA, Australia, etc). 

i 

SPAIN & Little information available (the issue is directly 

PORTUGAL handled by NY). There are SG in all big cities but they 

are not "smokers' rights" oriented. National ADICTA 
Association, led by a famous journalist, Moncho Alpuente, 
is closer to our goals. Alpuente Is currently planning to 
launch a smokers’ rights magazine. PH Spain’s 1991;plans 
call for the establishment of functional clubs in five 
cities In Spain and one in roreugal, I 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 
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FRANCE 


ITALY 


BELGIUM A 
LUXEMBURG 


The recently created TABAC association appears to be the 
wont potentially successful attempt of SRG ever seen In 
France. It is led by two young writers & journalists, 
with good access to madia, leaders and Faria' important 
social circles. They have an original, humorist approach 
to the issue that could be very effective. We are 
currently waiting for their program, in order to discuss 
cooperation. 

It has been impossible until now to create the basis for 
a SRG. People ready to speak in favour of SR have been 
spotted but they refuse to get involved in the 
organization of a real SRG (this is a very "Italian" 
attitude). Nevertheless, a lot of work in defense of SM 
is done through the CDlT (Calumet magazine, letters to 
editors, spsschss, etc). 

Same situation as in Italy and some work done through 
IDT. 


NETHERLANDS The only group existing, R0KER5 BELANGEN VERE1NIC1NC 

is not working ae hoped. Efforts are currently being done 
to correct this situation or to promote a new SRG, with 
now people,in the next months. 


GERMANY The only group known to us is RAWE, a personal initiative 

by an accantric pilot, N. Holmeyer. A project to create a 
more solid and credible SRG is almost ready. 


GREECE A solid project for ft Greek SRG is now ready and will be 

implemented once we have checked its action plan & 
members and defined Its financing. Local NMA is reluctant 
to such a project but the future SRG has been assured of 
support by the Movement of Citizens, a branch of the 
Greek Institute of Consumers. 

(Pro memorial FOREST is an active SRG in the UK. After some internal 
& administrative problems this group is now working again in an 
efficient and credible way). 


MARKETING FREEDOMS - RELATED PROGRAMS 


STATUS 

Advertising, merchandising, and sports sponsorship for tobacco brands is 
coming under Increasing pro»»ut'o at belli the national and EG levels. 

This pressure is made worse by the industry's own Inability to regulate 
itself and propose voluntary measures on a pan*European scale. 

OBJECTIVE 


To make the communications and business communities In Europe appreciate 
the dangers of the "domino effect," and to activate them in the defense 
of marketing freedoms for tobacco. 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkxOOOO 
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1990 ACTIVITIES 
LEO BURKETT 
C*ntr«l program 


fan European 


United Kingdom 


In early 1990, Lao Burnett (LB) has been approached 
to develop a plan of action to help FM fight the BC 
directive on tobacco advertising, and the various 
plans originated by Belgium, France and Spain to 
limit advertising. 

An information kit has been prepared with them, 
Including position papers and letters for media 
owners and ad. agencies with the aim of aansltlalng 
them to the issue and ralae their voices In front of 
local governments, Coreper and the EC Commission. 

LB* a involvement in related trade associations has 
been fully developed, and the agency Is now the most 
active in each European country, as wall as on a 
pan-European bails. 

Full collaboration with J. Hogan'* team. Permanent 
contacts have been established with EAAA (R. ; 

Beatson), IAA, EAT (A. Tempaat), Tha Tobacco 
Advisory Council, the IPA, the EAT Domino Task Force 
(J. Ritchie), and the coordination of messages and 
programs Is being improved. The information kit is 
being circulated across all these organisations and 
affiliates (over 200 agencies in Europe), the,EGTA 
(European Group of Television Advertising), and 
numerous press associations. i 

A book, "A freedom under threat, advertising in the 
EEC" was just realized in collaboration with the 
British AA, and announced in a prass conference In 
London, This book will be delivered to all 
interested parties (6,000 copies planned), and 
announced via press conferences in each ec country. 

LB and lawyers have also developed a summary of the 
adoption procedure of advertising regulations[(laws 
or decrees) in each country in the EEC, with . 
indications of the best timing to counter proposals. 

Future plans include the continuous development of 
materials, notably focused on the economic 
ramifications of advertising limitations, the 
sensitization of sports federations and 
cultural/scientific organizations on sponsorship, 
the re'enforcement of the various kits, and their 
follow-up In face-tO'face meetings with opinion 
leaders, and the development of coalitions within 
the public itself (not yet fully approached). < 

U.K. is one of the most developed country program, 
with permanent contact* with various trade 
associations among which the Advertising Association 
and the British Institute of Practitioners in 


Source: https://www.industrydocuments.ucsf.edu/docs/sqkx0000 
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Advertising, Infotab, Many spokesman, such as J. 
Ritchie, R. Wade, A. Kills, K. Milas (director of 
I3BA) and F, Mitchell (director P.A. Guinness) are 
helping in defending our cause, The kit, reformatted 
by Gray International, has been distributed to 24 
London agencies, 

A press conference to announce the book mentioned 
above took place, with representatives from the BBC, 
the press association and numerous dallies, and 
spsclallsad press, 1 

Future plans include ths continuation of existing 
programs, as well as the implementation of new 
pan-European activities, 

All plans fully approved and discussed with local 
management; nothing initialised before it is 
approved by PM. The information kit was widely 
distributed, with vary positive reactions, followed 
by favourable presa articles. Good coordination with 
CDIT/AFCC on a mobilization program of sports ! 
fsderatlons, 

Advertising insert in major publications, signed by 
Marlboro French racing pilots; in addition, project 
of a press conference in September to defend the 
right of sponsorship. | 

Future activities include the follow-up on existing 
programs, ths Increase mobilization of outdoor end 
cinemas owners and of cultural and scientific 
associations. Eventually, preparation of a TV debate 
with a personality like M. Polac or Y. Mourousi. 

Full and good cooperation with PM's local 
management.The royal decree has been published, The 
aetlon kit has been distributed to 35 media 
owners/publishers and 11 trade associations, and LB 
engaged in meetings with them, as they are showing 
good support, Establishment of a coalition LB/Mc 
Gann Erikaon (RJR's agency) to fight legislation, 
with eventual recruitment of a lobbyist. > 

Currently preparation of a plan to counter the TV 
campaign by the Health minister (for September) on 
"fumer, e'eet dipassd", 

Excellent relation LB/PM with full coordination. 

Good contacts have been developed with Goreper and 
selected ministers. The kit is being fully 
exploited. 

An advocacy advertising campaign was launched 
earlier this year, with a focus on humour,., good 
results. LB was heavily involved in the advertising 
community's preparation and publication of "The 
economic importance of advertising In the 
Netherlands", which is now widely distributed. 
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Spain Excellent relation LB/PM's local management. Vary 

wide use of the kit, with overwhelming results in 
the press. One press conference, radio and TV 
interviews and meet ings with media owners are 
cfegutarlv taklng~plac*i, another press event planned 
for September. Increasing contacts with the Spanieh 
media association, Newspapers association, Outdoor 
association, and numerous trade groups. 

An ad signed by advertisers and agencies on the 
freedom of commercial speech la now being regularly 
published, free of charge, by over twelve 
newspapers. 

Possibly, organisation of a forum on communications 
and sports in Ssptember, in collaboration with tha 
local association of automobile aports magazines. 

Future plans include the re-enforcement of existing 
activities, with an increase focus on lobbying. 


Other countries Germany: strategy base upon inter-personal contacts 

of PMG; action kit not used. LB in good contact with 
local management, and with ZAW. LB focus is on the 
domino theory, while tobacco issues are PMG driven. 

Greece: coordination with T. Coutoupia to send 
action kits by early September, The local NMA is 
opposed to any action, and all programs to bej 
developad in the next month, 

Italy: LB very well connected to Italian Advertising 
Association. Nothing done so far, as PH driven 
programs, notably that of the marketing department, 
work well (contacts with Minister of Foreign: 
Affairs de Mlchaelis, end Minister of Health : 
Lorenzo). 

Portugal: action kit sent to establish ground and 
discreet contacts via Madrid office. No specific 
plans. 

Ireland: no specific plan. 

Luxembourg: no specific plan, coordinated from 
Brussels. 

tsim jm ’91 : To continue working together with Leo 

Burnett to solidify pro-active coalition opposition 
to new marketing restrictions, with particular 
emphasis on national legislation in Italy, Belgium, 
Craace, Spain, and Franca. ; 
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Seven conferences (Paris, Rome, London, Frankfurt, 
Brussels, Madrid and Helsinki) have raised the 
Libertad Issue and made the association known to a 
few people In Europe. Advertising associations have 
heard of Libertad, but do not know its program or 
Intentions, 

Potential seems high, as many regulations referring 
to the domino theory are progressively planned by Ec 
and national authorities. 

The existing structure and decision center is mostly 
U.S, based (D. Morse and A. Whist), while Europe has 
a very reduced organization, with Lord Plumb as 
Chairman, no PM Corp. Aff. head, and the help of Leo 
Burnett, which joined the association in early 1990. 

Libertad activity in Europe from now on will be 
handled by Geoffrey Glscard d'Estaing, who ; 
re-locates to PMI in NY. 1991 plane call for the 
hiring of Serge de Klebnikoff (formerly of the ICC, 
and based in Paris) as an administrative director. 
Future activity will be more politically oriented, 
centered around the contacts of Libertad Europe's 
Chairman, Lord Plumb. 


Coalition building has been developed with other 

institutions, among which: 

- EAT, the European Advertising Tripartite (A. 
Tempest). PM organised with them a major preea 
conference (Feb., 1990) with representatives from 
the press, advertisers and agencies. Press 
ooverage was very substantial. 

- The International Chamber of Commerce ( thej 
marketing commission in particular). The ICC's 
General Secretary aent letters to key EC 
officials. 

• UNICE, the Union of Industrial and Employers' 
Confederations of Europe. 

- WFA, the World Federation of Advertisers, for whom 
PM prepared a definition of sponsorship submitted 
to the Council of Europe. PM also is actively 
involved in the working groups on advertising 
issues, and participated at a speaker at tha last 
annual WFA conference in Venice. 

In addition, targeted communications activities have 

been Implemented on a tactical basis. These Include: 

- Full page ads on the marketing freedom issue in 10 
major European dallies signed by Jacques Seguela 
of tha RSCG advertising agency, on the eve of the 
EP vote in March. 
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- Interviews set up by Burson-Marateller with the 
specialized and general press for the leading 
executives of advertising organisations. 

- A Vlznevs television feed containing celebrity 
interviews on the sports sponsorship issue, which 
was seen by 20 million viewers in Europe 

* A local coalition of opinion laadars in the 
Netherlands, "Multiple Choice", which undertook 
communications efforts and lobbied the Dutch 
government on the EC directive. 

- In Italy, the sponsorship of a guidebook to sports 
sponsorship and the organization of a petition 
celling for the right for sports bodies to choose 
their own sponsors from any legal industry, j 

ACTION PLAN *91 Our plans call for the re-structuring of the EAT to 

Increase the presence of the publishing community, 
the call to the WFA for a pan-European advertising 
campaign on the benefits of advertising, and other 
more national activities, among which; 

- In the Netherlands, the merging of the "Multiple 
Choice" coalition with the coalition formed by the 
advertising community 

* In Italy, the formation of a coalition based 
around names already collected and a selected list 
of 10,000 from the Calumet listings 

* In Germany, the creation of a Libertad*style 
coalition of individuals for free commercial 
speech 

- Also in Germany, the launching of a PMG 
advertising 

and direct mall campaign on constitutional 
freedoms 

i 


MEDIA RELATIONS 


STATUS 

I 

The tobacco industry, in general, still lacks credibility in speaking to 
the media• However, PM'a willingness to speak out has been rewarded by 
better media relations, with Journalists often spontaneously turning to 
PM as the official "spokesman" of the Industry. Coverage of Smoking and 
Health Issues continues to be intense, sparked at periodic Intervale by 

U. S. government or WHO statements and/or studies, I 

OBJECTIVE 

To obtain that the press Includes "our" aide of any tobacco-relaced 
story, via the increased quality and frequency of our contacts with tha 
media and a greater flow of usable information to key journalists. 

1990 ACTIVITIES 

V, S,-BASED FOREIGN CORRESPONDENTS 

As most negative news stories of tobacco issues originate in the U.8., 
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it Iff essential that we Influence chess articles at the source, via 
better information to and relations with the J oumelists filing the 
atories. FMI-NY started, in 1990, to brief a limited number of 
U.S.'l'.fad correspondents of European publications on tobacco Issues. 

ACTION PLAN [91 

- For PMI-NY to implement a complete media relations program for 

U.S.-based European journalists. This would include regular briefings; 
the integration of these Journalists into FM*sponsored cultural and 
sports events; and facilitating the access of these journalists to top 
PK executives. It is of key Importance that these journalista are 
integrated Into the same information flow going to American 
Journalists, including atatemsnts by FM USA and the Tobacco Institute. 

- PM EEC will suggest candidates for PM-sponsored World Pres* Institute 
program 

VISITS TO NEUCHATEL R&D CENTRE 

The program of visits of the FM Research & Developments Centre In 
Neuchatel, implemented a few years agr i* going on with very good 
results In 1990. Journalists from BELGIUM (3) and the NETHERLANDS (4) 
already visited Neuchatel during this year. A third group of FRENCH 
journalists is scheduled to visit Neuchatel next September. 

The main objective of these visits is to provide to the press scientific 
information on ETS and health-related issues. 

ACTION PLAN ’91: 

- to extend the program and organize two visits for PMG and at least one 
journallets'visit for Belgium, Spain, France, Netherlands, Italy and 
Creeoe 

US VISITS/ FM IN EUROPE VISITS 

FM Germany has been running a successful pi , ... .1 visits to the U.S. 
for several years, with two me*n u ipa (on* > ■ , v.ng Journalists, the 

other for senior editors) scheduled every )>>.-■: * program of visits by 

economic/business journalists was developed FRANCE in 1989 and 1990. 

A total of 18 French journal Is- hev* attended chase trips. The purpose 
of the German and French programs la ro illustrate PM'a diversification 
strategy and to maximize corporate Imago. 

The trips include visits of FM, KCF and Miller plants and presentations 
and meetings with top maiuigemenc in New York. 

These visits resulted In substantial and very positive press coverage 
and In building up close, personsl contacts with prominent Journalists. 

ACTION FLAN '91 

• to extend this program to other countries, concretely ITALY, BENELUX 
and GREECE. Also, where appropriate, to substitute the U.S. tour with 
a European tour, covering FM and KGF facilities in the EEC. 
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FOggPLA 1 

Following the threats on advertising and sports sponsorship - 
particularly worrying for motor racing - a program has boon established 
to strengthen the relations with the F.l media, in order to sensitise 
them to the lsaue end make then react against the proposals of 
restrictive legislation, both at European and national (France, Spain, 
Belgium) level, 


Initiatives taken included; 

* Speech by Mr. Buzz! to the press attending the Phoenix CP (Mar 90) 

* Speech by Mr. Thoms to the journalists attending the Marlboro Press 
Dinner at Monte Carlo CP (May 90) 

* Regular, personal mailing by Mr Thoma to about 300 Journalists with 
general information on PM activities, Including detailed information 
on European A national legislation projects and PM's position on these 

Issues, 

* Personal contacts (on the field, by phone and fax) 

The response of the media has been extremely satisfactory, with 
differences from country to country, due to the national situation, 


SPAIN & 
PORTUGAL 


FRANCE 


ITALY 


BELGIUM A 
LUXEMBURG 


Huge press coverage, in national and motor press 
as well as on radio A TV. This Includes prestigious 
national dailies (El Pais, El Mundo, etc), weekly 
magazines (Cambio 16, Tiempo, etc) and major radio 
& TV talk shews (like Luis Del Olmo'a one on RNE) 

Through LB we are also involved in the program of 
sensitization and pressure carried by the Spanish media A 
advertising associations. This includes a press 
conference by the Media Association and a symposium on 
"advertising bans and freedom of speech" organized by the 
Motor Press Association, both to be held in September. 

Huge press coverage, in all the national and aports 
media, as well as In radio A TV. This Includes 
authoritative dallies like L'Equlpe and important radio A 
TV talk shows like Ciel Mon Mardi on TF1 and Yves 
Mourousl's show in RMC, 

It has to be said that the press reaction to the Evln Lav 
was much more consistent when the first proposal was 
made public (February) than whan the law itself has been 
debated at the National assembly (July). 

Very good coverage on the motor racing press 
(particularly in Rombo) but poor reaction by the national 
press. Italy, where a total ban exists since 1962, feels 
"not concerned" by the directive proposal. 


Good coverage by all the media, but without emphasis. 
This is due to the fact that sports sponsorship was 
excluded from the new Royal Decree adopted in June. 
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NETHERLANDS The coverage la proportional to the interest of Dutch 
media & public to the F.l, which is low. 

GERMANY Same comments as for the Netherlands. 

GREECE Greece Is not involved in F.l. The general press coverage 

of F.l GPa is almost non-relevant. 

* Four journalists from ITALY will be attending the Spanish GF next 
September. 

ACTION PLAN ’91: 

The current distribution of political and company news in the GP 
Marlboro press packs will be continued, supported by individual 
contacts with sports Journalists from key markets and a repeat of 
the President's message to them at the 1991 Monaco GP. 

* the program nf GP visits hy nnn-spnrrs Journal lets, wMrh was 
shortened due to the higher priority of the EC directive on 
advertising, will be renewed and extended in 1991, with at least 
four Visits planned, 

. a trip of selected, prominent pan-European motor racing journalists 
to Bergen op Zoom, in order to sensitize them to the importance of 
tobacco industry in Europe and to tha tobacco Issues. 

a trip of pan-European non-sports journalists to the 500 Miles of 
Indianapolis to sensitize them to the sponsorship issue and 
marketing freedom; this trip could be integrated on the US visits 
program. 

REGULAR CONTACTS (LOCAL) 

Affiliate companies are responsible for the media contacts in their 
markets, A program of ragular press luncheons, on a monthly or 
bi-monthly basis, currently exists in FRANCE, GERMANY and BEIX2IUM, 1 An 
iaaues briefing program exists for SPAIN, In addition, the HQ team has 
had frequent contact with selected journalists In Italy, with 
Pan-European publications, and with wire-service Journalists operating 
out of Brussels. 

ACTI9N PLAN 191: 

* to implement a coordinated system for regular, personal contacts with 
key members of the pan-European, international wire service, and EG 
member-state press based in Brussels (ca. 100 of the 800 Journalists 
stationed there). 

- to create a data-base of favorable articles published in Europe over 
the past four years, and to Integrate these articles in our press kits 
and press information. 

- to develop a small (5 to 10) cadre of editorialists in key markets to 
whom we will dedicate particular efforts and provide with apeeial 
treatment. 


-4 
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PM EEC/HQ ha* been regularly organizing media training for headquarter* 
and affiliate executive* since 1986. The basic objective is for PM to 
have the managing director ready to face th* toughest media in every 
market (currently the case in France, Germany, and Holland), to have the 
marketing/aalea/promotions executives trained aa a back-up and for 
specific marketing related interviews, and in addition to have a 
Brussel*•’baaed "corporate team" ready to face the media (MDH, PAM, ICS), 

ACTION PLAN *91 

- to arrange for additional training for top executives in Italy, Spain, 
Belgium and Greaca, in addition to Paul Hendrys in Germany 
• to organize regular "practice” sessions at CA Brusaela 


CORPORATE COMMUNICATIONS 


STATUS 

Although recent events, like the Kraft and Suchard takeovers, have 
raised PM'a visibility as a diversified company, our image is still 
largely confined to that of a fairly anonymous "tobacco multinational." 
This persistent image has negative effects on our lobbying and prase 
relations programs, and is beginning to hurt the company's ability to 
recruit young, high-potential employees. Our image is further damaged by 
U.S.-sourced controversies, like the Bill of Rights and Jesse Helms 
incidents. 

OBJECTIVE 

To obtain recognition of PM as a dynamic and truly diversified concern, 
with a diversified economic bsse in Europe and an image of "openness" 
and full participation in community life. 

1991 ACTIVITIES 


CORPORATE PROMOTIONS 
PM SCIENCE PRIZE 

The PM Science Prize exists now in Germany, France and Italy, It has 
reached a very high degree of credibility and prestige within the 
scientific community of these countries and has a substantial (and 
increasing) press coverage, 

Following the success of the launch, two years ago, of the French and 
the Italian Prizes, ws ars now studying the possibility to create a 
Science Prize also in tha Benalux (or two separate Prizes in Belgium- 
Luxemburg and the Netherlands). 

The project of a pan-European Prize is also being taken in consideration 
but is submitted to the developments of the European legislation on 
cultural/aclentlfic sponsorship. 
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GERMANY The Philip Morris Forschungsprela was implemented in 

1983 as an on-going project taking place every year. It 
rewards Vest German scientific research In a variety of 
disciplines and is the most prestigious private award in 
the FRG. Press coverage, both in general and scientific 
media, is massive. 

The prospect of German unification provides new and 
wider opportunities to the PM Forschungspreis and next 
edition will be also oriented to RDG researchers. 

FRANCE The implementation of the Prix Scientifique Philip 

Morris, In 1989, resulted In significant press coverage, 
the creation of a prestigious Jury, good penetration in 
the French scientific community and an excellent contact 
with the scientific advisor to President Mitterrand. 

In 1990, the second edition of the Prize confirmed its 
credibility and increased its penetration in the 
scientific community. Press coverage also has increased. 
Le Prix Scientifique Philip Morris is now the second most 
important award of its kind in Franca. 

The Prize also provides us the support of the scientific 
community in fighting the sponsorship ban contained in 
the new legislation currently discussed by the 
Parliament. 

ITALY The Premio Philip Morris per la Ricarca scientifica was 

implemented in 1989, with the co-sponsorship of three 
principal Italian scientific bodies and the Ministry of 
Research and Universities. Minister Ruberti co-chaired 
the gala ceremony and praised PM for its initiative. 

Press coverage was substantial and participation -both in 
the competition and the gala dinner- exceeded all 
expectations. 

Penetration in the scientific community (particularly 
in the universities) and credibility have increased In 
1990 and participation to this sacond edition has baan 
over expectationa. The Jury will make ita decisions in 
September and gala ceremony i» to take place in November. 
Minister Rubarti will co-chair again the ceremony; he may 
b« joined by Minister to Environment Ruffolo and European 
Commissioner to Research Pandolfi, Cooperation with 
>institutions and the scientific bodies co-sponsoring the 
initiative has been strengthened (through Prof. Colombo, 
President of ENEA and of the Prize jury) and is highly 
satisfactory for both sides. Press coverage is expected 
to increase substantially, due also to the fact that the 
Prize is mainly oriented towards environmental 
disciplines. 


ACTION PLAN '91 

- to continue running the German, French and Italian Science Prizes 

- to make the preliminary arrangements for extending the program co 
Belgium and the Netherlands, possibly in 1992 
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» to develop a plan for the creation of a European prize in 1993 


PM MARKETING PRIZE 

The Philip Morris Marketing Prize, created in 1989, resulted in 
substantial benefits both for the Corporate Affairs and Marketing 
functions. The Marketing Prize allows Philip Morris to distance Itself 
from the tobacco manufacturer image by showing PM to be a world-class 
consumer goods company. This promotion also provides the company with 
potential management recruits in the marketing area. 

The first edition of the Prize (1989) was so successful that Marketing 
Italy has "adopted" It and is supporting it with substantial advertising 
expenditures, 

The second edition (1990) was a great success of participation and the 
Prize has now a very good penetration in the university world (which is 
also the key target market for the Philip Morris Superlights brands). 

ACTION PLAN *91; 

- to continue running the Italian Prize 

• PM Germany has showed interest in organizing a similar Competition and 
we will study next Winter the possibility to implement such a Prize in 
Spain (where marketing and advertising are in a process of fast and 
Impressive development) and in Greece. 

PHILIP MORRIS SUPERBAND 

The Philip Morris Superband already toured Europe in 1985, 1988 and 
1989, performing a total of 34 concerts in 18 cities located in our 
region. 

In 1989 press coverage averaged 20 million circulation in France, 

Germany and Italy and television coverage totalled over one and a half 
hours, including 45 minutes of live concert broadcasted by the flret 
Vest German TV channel. 

The 1990 European Tour will cake place in October/November and Includes 
a total of 7 concerts in Germany (Dresden), Holland (Maastricht), France 
(Paria) and Italy (Rome, Bologna and Milan). It is expected to be at 
least as successful as last year, when halls were sold*out in nearly all 
locations. 

mwjemjiii 

• to continue to organizs the logistics of the tour (in cooperation with 
HQ marketing) 

• to make better use of the tour events for hosting VIPs from the press 
and the political area in aach market 

CORPORATE ADVERTISING 

If we want our corporate positions to he better received, our image must 
not be limited to that of a U.S. tobacco multinational. PM must achieve 
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full recognition Among European opinion leaders that It Is diversified 
In Europe, that it has a significant economic presence in Europe, and 
that it is proud of ita European presence and activities. This can be 
achieved most easily and most rapidly with a PM corporate advertising 
campaign in 1991, Also, such a campaign would "grandfather" the right to 
corporate advertising using the Philip Morris name, 

A CM LES M 111 

- to develop a campaign acceptable to both oureelves and KGF 

- to run the campaign in national and Brussels-based press in 1991 


CORPORATE IDENTITY 

The overall clarity of our company image would benefit from a uniform 
set of colors, typography, logos, and letterings used by all EEC 
headquarters functions and affiliates, whenevsr the company name is 
used, 

ACTION PLAN '91 

- to extend identity currently being used by the EEC Headquarters CA 
staff and by PM Germany to all other HQ departments and EEC 
affiliates, 

LOCAL INITIATIVES 

Many major corporate promotions ate run locally by the affiliate 1 
companies, with active cooperation of EEC Corp. Aff. Dept. Hare are some 
examples of the most relevant on-going or new local initiatives: 

* Sponsorship of Venice Museums, 1990*91 (Italy). 

* Fondarione PM per il Cinema, to start Nov. '90 (Italy). 

* Fondation PM pour le Cinema (France), 

* Fondation PM pour le Cinema, to start in Winter '90 (Belgium). 

* craft Today, pan-European exhibition. 

* Philip Morris Collection opera CD's (Italy) 

* Portugal-Brat11 historical exhibit (Portugal) 

* Young artiet A poet publication program (Netherlands) 

ACTION PUN '91 


- To increase the cross-border effect of these promotions by 
communicating them to the international press. 

CORPORATE CONTRIBUTIONS 

As a member of the Lausanne community, PM EEC must join PM EEKA to show 

good corporate citizenship in funding a number of local Initiatives, 

Currently, these include: 

ACTION PLAN >91 

- To focus on those Lausanne-based initiatives which achieve 
effective recognition for PM and for which we can share costs 50/50 
with EEMA 
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CORPORATE INFORMATION 


Distribution of PM Manaslne 

Philip Morris Magazine is distributed In EEC markets directly by New 
York. 

In 1988, 8000 copiss were distributed within the Region with A covering 
letter from the President end s reply csrd. Over 350 reply cards, 
emanating principally from business, madia, university and finance 
circles were received. These subscribers receive PM Magazine directly 
frost Mew York. 

EEC Region currently distributes around 600 copies to affiliates 
companies And PR agencies. 

Distribution of Annual Report and Financial Information 

The Philip Morris Companies Inc. Annual Report is distributed avery year 
together with a cover letter by the President and a reply card to about 
10.000 addresses (updated end revised every year) in the EEC. 

A translation booklet (into French, German and Italian) is joined to the 
Annual Report. 

The C.A. Dept, also distributes on a regular basis all the financial 
information on PM Companies (PM Quarterly, PM Fact Book, etc) 

Other Information 


C.A. Dept, also provides to the press and external visitors corporate 
Identity facts sheets and information kits as well as other services 
like standard video presentations and slides & photos. 

ACTION PLAN >91 

• these functions will be transferred to the HQ p.r. staff which will 
remain in Lausanne, reporting directly to MDH, 
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